Abstract
Introduction

1.
The paper is a culmination of a research project which was done in order to establish the potential target market for the house before it is built. The most arching issue is that most developers undertake property investment decision making without establishing the need/demand for that particular product in the market. In Botswana, most developers are not an exception to this problem, despite having invested so much money in the developments they still believe customers should reposition their minds and accept whatever is offered in the property market. This has in the past contributed to loss of market share by such developers and a difficult task for marketing agents because they have to convince prospective customers to making a purchase or leasing decision on a product that they are not satisfied with its features.
The purpose of this paper was to identify the target market for a proposed housing development using the principle of market segmentation, targeting and product position strategy. The research was initiated in view of the office development comprising twelve storeys in the CBD that was developed, two years ago and to date it has not been occupied. The question that one would ask, "is that was the market study undertaken to identify the prospective tenants or buyers of such a large development which was not occupied after two years"?
Background of Botswana 2.
This is a middle income country which has transformed itself from a least developed nation and maintained one of the world's highest economic growth rates since gaining independence in 1966 through the careful use of foreign direct investment (UNCTAD, 2003) . Foreign direct investment (FDI) to Botswana accounted for 17.8 percent of the gross fixed capital formation in contrast to an average of 12.8 percent for all developing countries (World Investment Report, 2010) .
Literature Review 4.
A target market is defined as a set of buyers sharing common needs/characteristics that the company decides to serve (Kotler, 2012) . The marketing literature identifies segmentation process as STP marketing (Kotler, 1998) while Kumar (2010) affirms that the three steps in the segmentation process are known together as the STP strategy/principle. Kumar (2010) further stresses that the STP strategy/principle can be defined as the process of segmenting the market, targeting the most atractive markets and positioning the firm's product to the market segments.
The target market identification is based on the premise that one need to establish what they ought to satisfy in order for consumers to be attracted to the product offering. This then takes the form of identification of needs satisfaction in property marketing (The National Property Education Committe, 1996:7-9) . Need satisfaction can take any of the following forms:
1. Establishing what exactly the target customers will be looking for in terms of locality, size, amenities, finishes as well as the image of a property at different price/rental levels. 2. Selecting the locality for erecting a building for housing. 3. Designing, constructing and finishing a housing unit with the view of selling, letting or occupying it. 4. Matching customer requirements for housing with potentially available properties through estate agency functions. This implies the selection of properties, matching of needs and closing of transactions. 5. After purchase satisfaction implying that customer's experiences joy and happiness in occupying the property purchased. 6. Matching customers' needs with potential available properties. 7. Repeat purchases establish the success of delivering need satisfaction projects and services by the property marketer would be repeat purchases by existing clients from previous transactions. From the above discussion, it is clear that marketing acts as a filter working in two directions trying to (one) ascertain needs of customers and (two) making sure these needs are met. Figures 1 and 2 are an illustration of the two marketing tasks being assessment of customers' needs and satisfying the customer's needs. These are fulfilled by developing a marketing program comprising the four variables of marketing mix elements namely, product, price, promotion and place. (Berkowitz, Kerin, & Rudelius, 1989) The first step is to segment the market. Kumar (2010) defines market segmentation as the process of grouping buyers common desires and needs into different categories while Cravens (1997), Peter & Olson (1996) says it is a process of placing the buyers in a product-market into subgroups so that the buyers in a segment display similar responsiveness to a particular positioning strategy. On other hand Kotler (2012) , Levitt (1983 ), Wood (2004 state that it involves dividing a market into smaller segments of buyers with distinct needs/characteristics or behaviours that might require separate marketing startegies or mixes. Market segmentation, targeting and positioning are achieved through a six step evaluation as highlighted in the figure below: • Geographic segmentation which divides the market into different geographical units such as cities or neighbourhoods.
• Demographic segmentation which divides markets into groups based on demographic variables such as age, sex, household size, family life cycle, income, occupation, education, religion, race and nationality. These are the most used factors bases for segmenting different consumer groups since they are easily measured than most of the other form of variables.
• Psychographic segmentation divides buyers into groups based on their social class, lifestyle or personality characteristics. These make-ups always vary even when consumers fall in the same geographic group.
• Behavioural segmentation which divides buyers into groups based on their knowledge, attitudes, use or response to a product. The majority of marketers have identified behaviour variables to be an effective way to construct market segments. Siong (1994) suggests that in real estate, demand for housing can be divided/grouped by housing category (low, medium and high cost), ethnicity (e.g. Chinese, Indian) and zones (distance from the city). Kotler et al (2005) further states that effective market segments should have the following characteristics:
• Measurability: The degree to which the size, purchasing power and profits of a market segment can be achieved.
• Accessibility: The degree to which a market segment can be reached and served.
• Sustainability: The sufficeince and profitability of the market segment.
• Actionability: The degree to which effective marketing programmes can be designed for attracting and serving a given market. The National Property Education Committe (1996) has identified requirements for a market to be termed a target market. These are:
• People: sufficient numbers of people justisfy the creation of a market.
• People with desires: people themselves does not constitute a market. A desire should exist to purchase and use a specific product.
• People with buying power: people should have enough buying power to satisfy the desire for the product.
• People who are willing to buy: people should show willingness to give up money in exchange for need satisfying attributes offered by the marketing firm.
• People with eligibility to buy: people should be legally and morally eligible to buy a specific product.
• People who are most attracted to the marketing firm's offerings: a target market comes into being when a marketing firm effectively matches its offering to specific needs and desires of a specific target group. Product positioning is arranging for a product to occupy clear, distinctive and desirable place relative to competing products in the minds of the target consumers. It may also mean setting the competitive positioning for the product and creating a detailed marketing mix (Kotler et al, 2005) . Positioning is usually done after both segmentation and targeting have been done, the target group would have been identified through its potential profitability. Cravens (1997) defines positioning as the combination of various marketing actions to meet needs and wants of each target. This strategy consists of product and support services, distribution, pricing and promotion activities in different segments. With reference to step one in figure 3, Kotler et al (2005) highlights that the first step in the positioning process is to develop positions for each segment. This includes ways of giving the product an advantage over others such as low costs and high quality finish to influence the target consumers to position in the product and address perceptions, impressions and feelings that consumesr hold for the product in comparison with competing products.
According to Schoel (1985) positioning strategies consist of the following three steps:
• Identifying potential competitive advantages.
• Selecting the competitive advantage.
• Communicating the competitive advantage. On the other hand Kotler et al (2005) have highlighted the strategies for positioning as follows:
• Product attribute: The strategy position for the product according to its competitive and desirable attributes.
• Benefits offered: this one addresses the need that consumers want. The strategy highlights those needs against other products in the market to position the product to targeted consumers.
• Unique selling proposition: a situation whereby the unique product benefits that a marketer aggressively promotes in a consistent manner to its target market. The benefits usually reflects functional superiority, best quality, best services, low prices and most advanced technology. The final stage (figure 3) is developing a marketing mix. Kotler et al (2005) defines marketing mix as the set of controllable tactical marketing tools that organisations blends to produce the response it wants in the target market. The marketing mix are product, place, price and promotion. It is the blend of these elements that makes up a marketing mix.
Methodology
5.
Both non-probability and probability sampling techniques were used by applying qualitative and quantitative research methods (interviews and questionnaire) to get research data in order to meet the objective of the study. The population of 250 was identified and a sample size of 152 was determined based on the criteria for establishing the sample size in table 1 at 95% confidence level (Leedy, 1997) . Table 1 : Sample sizes (S) required for a given population size A survey instrument using a guide questionnaire was developed and administered to 152 respondents who were working and earning a monthly salary in order to meet the minimum qualifying criteria for a home loan being 30% of one's income to service mortgage payments. 85 respondents returned the filled questionnaires translating to 56 percent response rate. The reason for use of the questionnaire was to try and find answers to the research questions raised. The study was confined to Gaborone the capital city of Botswana because it was the most convenient location for the researcher. The selection of a sample size was done using a systematic random sampling. The numeric data was analysed statistically using Microsoft Excel.
Findings
6.
In order to identify the target market for a proposed housing development using the principle of market segmentation, targeting and product position strategy, the following research objectives were developed to help address the research problem. These were as follows: a) To identify the target market that can afford to purchase the proposed development and are attracted to the product that is being offered on the market. b) To establish if there is demand for the proposed house development. c) To segment the markets for the proposed development into various categories. d) To evaluate the response obtained from the market on the proposed development. A questionnaire was developed containing information that was used to address and achieve the objectives of the study. The responses from the respondents were as follows:
1. The first part of the questionnaire was about the demographic profile of the respondents which helped the researcher to establish the segments that will be investigated further. 2. The respondents were asked to indicate on the questionnaire their sex and the age range. The responses were as tabulated in the figure below. 3. The respondents were also asked to state their occupation which is one of the segments that will be looked at further. From figure 5 below, 15.29 percent were managers from the public sector, 81.18 percent were managers/professionals from the private sector, 2.35 percent were medical Doctors and 1.18 percent were technicians. In order to establish the attractiveness of these segments, the occupation variable was then analysed together with the age variable as outlined in table 4 below. The reason was to establish which segments would be the most attractive ones taking into account the age of the respondents. From table 2 below, looking at the combined variables of occupation and age, only 81.18 percent were considered to be in the most attractive segments. The reason for rejection of the age group from 20 to 26 is that most of these could be university graduate starters and they might not have enough income to purchase a house at that price. The other age group of 46 and above will not be economically active after the compulsory retirement age of 55 in Botswana, therefore they might still be owing and end up using pension benefits to clear the outstanding balance for the remaining term of 20 years. The overall score for most attractive segments was 81.18 percent. In table 4 below it is clear that managers in the public sector between the age groups of 27-34 and 35 to 45 will be the most attractive segments with a combined percentage score of 11.76, the private sector managers/professionals are also the most attractive segments with a percentage score of 67.06, the Medical Doctors in the age group of 35 to 45 with a percentage score of 1.18 and the technician in the age group of 27 to 34 with a 1.18 percent. 5. The respondents were asked to indicate their marital status as shown in figure 7 below, 2.35 percent were divorced, 57.65 percent were married, 38.82 percent were single and 1.18 percent were widowed and was above 46 years 6. The respondents were asked to indicate the household size on the questionnaire, from the results in figure 8 below, 35.65 percent were respondents with a family size of 1 to 2, 57.65 percent with a family size of 3 to 4 and 4.71 with a family size of 5 to 6. Table 7 was generated to establish which segments would be most attractive after combining the two variables age and household size. From table 7 below, out of 37.65 respondents with the household size of 1 to 2, only 28.24 percent were in the most attractive segment, out of 57.65 percent of respondents with a household size of 3 to 4, only 49.41 percent were within the most attractive segment, and out of 4.71 percent of respondents with a household size of 5 to 6, only 3.53 were within the most attractive segment. The overall score for the most attractive segments was 81.18 percent. 7. 5.1.6 The respondents were asked to indicate which mode of transport they used when going to work. 97.65 percent of the respondents used their own cars and only 2.35 percent used public transport. 8. 5.1.7 The respondents were asked to indicate the monthly salary on the questionnaire. From figure 9 below, 30.59 percent were getting a monthly salary between P5,000.00 to P10,000.00, 17.65 were earning between P10,000.01 up to P15,000.00, 10.59 percent were getting between P15,001.00 up to P20,000.00, 18.82 percent were getting between P20,001.00 up to P25,000.00 and 22.35 percent were getting above P25,000.00.
Figure 9: Monthly Income
These figures were further analysed by combining the age and income variable so that the most attractive segment could be established. From the 30% requirement as being a monthly instalment for a mortgage loan, it means for someone to qualify for a monthly instalment of P7,527.97 they should be getting a monthly salary of P25,000.00 and above. This criterion was used to evaluate the segments in 9. The respondents were asked to rate their financial status, from figure 10 below 44.71 percent of the respondents indicated that there were above average, while 29.41 percent were average and 25.88 were below average. 10. Respondents were asked to rate their area of residence, from the responses 77.65 percent rated their area as urban and 22.35 percent as rural. This implies that the latter are staying in the neighbouring villages. 11. Respondents were asked to indicate their status of their housing in the questionnaire. 61.18 percent indicated that they were renting the house where as 38.82 percent were owners of the houses they were occupying. Of those who were renting, they were asked to further indicate the rent that they were paying. 40.00 percent out of 61.18 percent were paying rent between P1,000.00 to P5,000.00 and 21.18 percent were paying between P5,001.00 to P7,000.00. These who were paying a rental of between P5,001.00 to P7,000.00 had an overall score for the most attractive segments of 21.18 percent. Those who had bought a house were asked to indicate the instalment that they were paying. Out of the 38.82 owner occupiers, 22.35 percent were paying a monthly instalment between P1,000.00 to P5,001.00 and 16.47 percent were paying between P7,001 to P9,500.00 per month. 12. Respondents were asked to indicate their location on the questionnaire. From the results of the respondents, 37.65 percent were staying in Kgale View/Blocks 3,5,6,7,8, 9, & 10 while 24.71 percent were staying in nearby Villages, 4.71 were staying in Phakalane, and 12.94 percent were staying in Phase I, II & IV. The respondents were further asked to indicate the attributes that they liked about their neighbourhood. From the results of the respondents, 97.65 percent said they liked their neighbourhood because it was private, secure and quiet and 2.35 percent said their neighbourhood was not quiet but secure. They were further asked to rate the houses in Gaborone. 70.59 percent rated the houses as average, 2.35 percent as excellent and 27.06 percent as good. They were further asked if they would consider purchasing a house in Gaborone. 92.94 percent of the respondents were willing (positive attitude) to purchase a house in Gaborone and 7.06 percent were not willing (negative attitude) to purchase a house in Gaborone. 13. Respondents were asked to state if they were interested in buying the house and indicate how much would they offer. The results of the respondents were that 1.18 percent would offer P1,000,001 to P1,100,000.00, 3.53 percent would offer P1,100,001 to P1,200,000.00, 1.18 percent would offer P1,200,001.00 and above, 62.35 percent would offer P800,000.00 to P900,000.00 and 31.76 would offer P900,001 to P1,000,000.00. 37.65 percent of the respondents based on the offer will be considered as the most attractive segment and 62.35 percent of the respondents will be the less attractive segment. These were further analysed using the offer, income and age variables to determine the segment which will be the most attractive. From table 9 below only 16.47 percent out of 37.65 percent of the respondents will be the most attractive segment based on the income, offer and age. This will then be the target market for this property because they are willing and are able and capable of paying for the product. 20 percent of the respondents are in a slightly attractive segment but they have to increase their offer because they are between P800,000.00 to P900,000.00. The target market in this case will be these two segments based on income, offer and age variables. Using the segmentation process one is able to identify the target market depending on the variable that is most feasible and profitable. The respondents were further asked to indicate the type of house they wanted to buy. 35.29 percent said they would prefer a high cost house and 64.71 percent would buy a medium cost. Respondents were further asked to indicate the number of bedrooms that they would want to have in the proposed development. Responses are shown in figure 12 and table 10 below, 5.88 percent were looking for a 2 bedroomed house, 87.06 percent were in favour of a 3 bedroomed house and 7.06 percent wanted a 4 bedroomed house. These responses were further broken down as outlined in table 10. 14. The respondents were asked to indicate the distance they would like to travel from their house to work place. The responses were that 4.71 percent were in favour of 10 kilometres, 45.88 percent did not mind travelling between 5 to 9 kilometres, 48.24 percent preferred 3 to 4 kilometres and 1.18 percent were in favour of 1 to 2 kilometres. The subject property is located within three kilometres from the City Centre of Gaborone. They were further asked to indicate whether their housing needs would be met from buying a 3 bedroomed house.
Results from the respondents were that 95.29 percent were satisfied with a three bedroomed house and 4.71 percent were highly satisfied. This implies that 100 percent of the respondents were satisfied with buying a 3 bedroomed house. This implies that according to their taste and preferences the three bedroomed house was a right choice for them. 15. Respondents were asked to indicate the level of satisfaction that will be achieved by having the features that would be required of the house in terms of design and finishes by indicating low satisfaction (1) up to high satisfaction (5). The chart below illustrates the results. From the results in the figure below, the level of satisfaction is fully met by having the features which are highlighted. 100 percent of the respondents felt fully satisfied if the house to be developed had the features that are shown in figure 13 below. An analysis of the potential target market through the application of the STP principle/model revealed the following:
1. There are only two feasible target markets for the three bedroomed/two bathroom medium/high cost house built on a low cost plot as a result of gentrification being only 16.47% for the most attractive segment based on the income, offer and age and 20 percent of the respondents that are in a slightly attractive segment but they have to increase their offer because they are between P800,000.00 to P900,000.00 which is not far from the asking price of P900,000.00. 2. These two segments were identified using the four major variables used in segmenting consumer markets (Kotler et al, 2005) . The major four variables that were used to segment the two target markets are Geographic segmentation, Demographic segmentation, Psychographic segmentation and Behavioural segmentation. 3. The effective market segments were identified using the following characteristics such as measurability, accessibility, sustainability and actionability. 4. The target markets were identified in accordance with the requirements for a market to be termed as such according to The National Property Education Committe (1996) , these are sufficent number of people; people with desires; people with the buying power; people who are willing to buy; people who are eligible to buy; and people who are most attracted to the marketing firm's offering. 5. Product positioning is created by making the proposed development cheaper than the competititors thus having a competitive advantage over competitors by introducting high quality finishes to influence the target consumers to position in the product, address perceptions, impressions and feelings that consumers hold for the product in comparison with competing products. 6. Product positioning was achieved by using three steps consitsing of identifying potential competitive advanatge, selecting the competitive advantage and communicating the competitive advantage by enquiring from the responednets what is it that they would prefer to be offered. 7. Positioning strategies were used to reveal the product's competitieve advanatages and desirable attributes by establishing what the prospective buyers would like to see in the product. 8. The other strategy that was used in product positioning was the benefits offered which desires to achieve customers' needs by highlighting such against other provducts in the market in order to position the product to the target market. 9. The last strategy used in the positioning was the unique selling proposition such as best quality, best services, low prices and advanced technology were all employed in order to attract the target market by establishing the features that they would want to have in the proposed house. 10. The marketing mix was developed by the application of the product (good quality house), place (convinient location), price (relatively cheap as compared to other competitors products in the market) and promotion (the efforts put in trying to position the proposed house to the prospective purchaser through a market survey/research).
Recommendations
8.
The following recommendations are aimed at addressing the challenges and issues concomitant with this market study/research: 1. It is advisable to always establish what the market is looking for through a market research study because it will help the developer to have a product that is addressing the needs and wants of the customers thus avoiding the financial loss of not getting a buyer for the product. 2. Two segments are therefore recommended as the target markets based on the responses from the customers who were administered with a questionnaire. 3. To banks that finance developers without proper market research and business plan, they should encourage them to undertake such because it will minimise the problems of failure to pay for a loan after the development is complete and cannot attract buyers. They should always ensure that the product that they are contemplating on has demand. 4. As much as developers believe that there is demand for housing in Gaborone, this might be a challenge to implement but they should be encouraged to carry out a market research though costly to help them identify the target market (demand) for the product and perhaps increasing their market niche. 5. For institutional developers like BHC, they should also learn a lesson from this and join the band wagon because they are also fond of developing housing in areas where there is neither market nor demand. A case in point was a Francistown Housing Project which after completion houses stood vacant without buyers thus prone to vandalism in some cases. 6. Market research is the filter between the customer and the developer because it reveals what the developer has not thought would make impact on the market. It is recommended that developers should learn to get feedback about the products that they are selling or putting on the market. 7. To CEDA an organisation formed by the Act of Parliament to finance projects for Citizen Entrepreneurs, they should first establish if the developer has undertaken a market research with results that will not put the financier in an awkward position. It is highly recommended that before decisions are made, it is always advisable to check the viability of the proposed business and establish if there is a market for that particular product.
